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Note: 

1. The paper is divided into three sections: SECTION-A, SECTION-B and SECTION-C. 

2. There are seven questions in SECTION-A, attempt ANY FOUR. 

3. SECTION-B has five questions, attempt ANY THREE. 

4. All the questions of SECTION-C (Case Study) are compulsory.

SECTION-A (10 Marks each)

1. 
Write a short note on AIDA Model.

2. 
What is surrogate advertising?

3. 
What is puffery in advertising?

4. 
Explain Coca-Cola ad theme in brief.

5.  
Write a short note on types of Advertising Media Available to an Advertiser.
7. 
Explain Brand personality in detail with example.

SECTION-B (15 Marks each)
8. 
Differentiate between Brand image and Brand positioning.

9. 
Discuss different approaches to develop the advertising budget.

10. 
How do you think Pepsi position itself in terms of advertising proposition in India?

11. 
Explain the concept of online advertising in detail using relevant example.

12. 
Write the importance of Brand loyalty for any firm in today’s competitive environment.
SECTION-C (15 Marks)

Case Study (Compulsory)

Innovative advertising campaign: - A case study of Volkswagen India
“Volkswagen (VW) is one of the world’s leading automobile manufacturers and the largest carmaker in Europe. As Volkswagen pursues its goal of becoming the number one automaker in the world by 2018, India has become a key component of its strategy. India is currently the world’s second fastest growing car market, with shipments expected to more than double by 2018.”

With its headquarters in Pune, Maharashtra (India), the Volkswagen Group is represented by three brands in India: Volkswagen, Audi and Skoda. The Volkswagen Group is completing 10 years of its India journey which began with the entry of the Skoda brand in 2001, Audi brand and Volkswagen brand in 2007. Each brand has its own character and operates as an independent entity in the market. The highest volume brand of the Group is Volkswagen. Europe’s most successful car brand has made successful inroads into the Indian market. Volkswagen presents itself in a variety of segments as a premium manufacturer of high-volume models. As a first step, the Volkswagen brand launched the globally successful Passat in 2007.
To expand its portfolio and cater to the mid segment, Volkswagen launched one of the brand’s bestselling models, the Jetta, in India in July 2008. Both the sedans are being assembled locally. The iconic New Beetle and the high-end SUV Touareg were introduced in December 2009. Also available is the high-end automobile Phaeton. A crucial element of the Volkswagen’s strategy is to establish a long-term presence in India is the Group’s production facility near Pune in the Chakan Industrial Park. The investment with a total sum of around INR 3,800 crore (580 million Euros) is the biggest investment of a German company realized in India so far. The plant, one of the most modern in the Volkswagen Group has a high level of vertical integration – not least attributable to the high share of local suppliers. The recruitment is of some 2,500 employees at the end of 2010, primarily from the region itself. With the investment, the vertical integration of suppliers and the employment of people Volkswagen will thus demonstrate its commitment to the new site. Simultaneously Volkswagen contributes to a positive development of the economy of the region and of Maharashtra at the same time”.
Advertising is the important tool in IMC programme of any company. Advertising is undoubtedly the most visible form of marketing, and it’s an industry that is continuously evolving due to rapid changes in technology. 

Volkswagen enters in Indian market with some challenges.  These challenges are: 

•  
Create brand awareness among Indian customers 

•  
Build loyalty and aspiration 

•  
Influence decision-making 

To face these challenges Volkswagen have use almost all types or forms of Advertising to create awareness among the Indian customer. The forms of advertising used by the Volkswagen are:

·  
Billboards

·  
Internet

·  
Radio

·  
Social media apps

·  
Skywriting

·  
Print media

·  
Word of mouth 
Over the years, Volkswagen India not only launched several products, but also ensured that its brands were well known among the Indian consumers. Although, the company had had a presence in the Indian car market since 2001 and the Skoda and Audi branded cars were well known among consumers, the Volkswagen brand was not well familiar in the country. Therefore, in 2009, the company launched an integrated marketing campaign to build its brand image. It also launched a marketing campaign for its iconic model, the Beetle. Volkswagen India. 
Expected that with its brand building exercise, it would be able to increase its sales and capture a significant market share in the Indian car market. From the above case study of Volkswagen on innovative advertisement it is concluded that Volkswagen has adopted fruitful strategy to advertise its car from time to time. With these strategies Volkswagen is successful to achieve the target they have set and created unique place in the mind of consumer with adopting innovative tactics of promotion. 
13. 
Case Questions:

a) 
What you think was done right by company discuss in brief reasons for success. 
          (7)
b) 
Does the company offer car only for high end segment of consumers. If not, then which segment it actually covers and why? 
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